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Abstract
In recent years, the concept of sustainability has been put into the spotlight due to greater
concern of environmental issues. Plastic pollution is one of serious sustainability issues
which governments are rushing into making new regulations to deal with.
The Japanese government is struggling to manage Japan’s heavy use of plastics and Japanese
organizations are being asked to take positive actions towards reducing the use of plastic
through media coverage and public pressure. However, plastic pollution requires huge efforts
not only from governments but also organizations, whether large or small, and all individuals
on Earth.
This research aims to investigate Japanese consumers’ purchasing behaviour towards singleuse plastics, especially focusing on packaging, and to see if the Japanese consumers’
perception of sustainability and plastic packaging influences this. Quantitative research was
undertaken through sixteen structured questions to obtain Japanese consumers’ opinions on
their purchasing behaviour and how their perception of sustainability and the use of
packaging affected them.

This research found that there was the large gap between Japanese consumers’ concerns and
behaviour about environmental issues and this gap was caused by the price and
inconvenience. Concern is just one of solutions and Japanese consumers are required to put
the concern into practice in real life. To gain a deeper understanding of the current state of
environmental issues, especially plastic waste, the Japanese government and organizations
have responsibility to educate consumers and to support them.
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Chapter 1 : Introduction
Plastic pollution has become one of the world’s most urgent environmental problems as
incredibly increasing production of disposable plastic products exceeds the world’s ability to
manage them.
Plastic pollution is most obvious in developing Asian and African nations which do not have
efficient garbage collection structures, however advanced nations with low recycling rates are
also struggling to collect discard plastics. It is too big an issue to solve by any country alone,
all nations are required to take action in order to take the issues.

Japan is one of countries which uses huge amount of plastics. Their recycling rate seems
quite good, however this rate actually includes the method of incineration. The plastic waste
recycling in Japan still depends on incineration and exporting to neighbouring Asian nations
(Fuma, 2019). The Japanese government is required by international concern and pressures
to show a positive attitude and to take efficient actions for their heavy use of plastics.
Many countries are making new single-use plastics regulations which puts their business
organizations under pressure to make sustainable business plans. This public and media
environmental concern makes people more aware of environmental issues and the majority of
research tells us consumers are more concerned about these issues nowadays and prefer to
buy eco-friendly products (Global web index, 2019).
Consumer demands encourage business organizations to go sustainable and they are looking
for new materials which can replace plastics at low prices and improve their products and
packaging to reduce the use of plastics day by day. Sustainability has become incredibly
important in today’s world (McKinsey & Company, 2010).
This research will seek to examine Japanese consumers’ purchasing behaviour towards
single-use plastics, especially focusing on packaging. Japanese people are often criticized for
being obsessed with the convenience of plastic and that they tend to drive excessive
packaging of products. Their heavy use of plastic may be due to Japanese cultural reasons.
This research hope to encourage Japanese consumers to reduce single-use plastics usage.
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Chapter 2 : Literature review
2-1 The serious effect of plastic pollution on the world
It has just passed 100 years since plastic was invented. Plastics have developed rapidly after
World War 2: it changed the world and plastics have become essential in everyday life.
Roughly half of all plastic ever produced has been made since 2000 (National Geographic,
2018). Plastic was a great invention for human life and provided many number of essential
items such as medical supplies, however this useful material has also brought a single-use
culture and it did not take long to fill the world with plenty of single-use plastics. Most of
plastics are used just once and discarded (National Geographics , 2018). At least 8 million
tons of unmanaged plastics enter into the ocean from land every year and there will be more
plastic waste than fish in the oceans by 2050 (Ellen Macarthur Foundation, 2016).
Plastics have some additives added at the stage of manufacturing to make them stronger and
more durable, sometimes even fire-resistant which means that plastics can remain
surprisingly long if they are dumped in an environment. According to The National Oceanic
and Atmospheric Administration (2018), plastic bottles can take 450 years to bio-degrade in
the sea. This means huge number of abandoned plastics will not be bio-degraded during this
generation and they will just keep increasing in volume everyday unless humans take actions
for the next generation.
Plastic pollution brings massive damage to wildlife, for example larger items can be a threat
to animals such as turtles and seals which swallow them. Millions of animals are killed by
plastics every year and nearly 700 species, including endangered ones, are known to have
been affected by plastics. Nearly every species of seabird eats plastics (National Geographics,
2018).

Tiny pieces of plastics less than 5mm long called ‘micro-plastics’ make issues harder and
more serious. These plastics are broken down into small pieces in the ocean by sun light,
wave moving, effects of the wind, but some are small because they are designed to be small
for health product like scrubs (National Ocean Service, 2012).
Wild animals and birds mistake microplastics for their food and microplastics have been
found in more than 100 aquatic species, including fish, shrimp, and mussels people eat.
7

Micro-plastics can pass through waterways to oceans and spread even in the air and can be
moved everywhere in the world. Plastic pollution is not only destroying the ecosystems in
the ocean but it also affects land-based wild animals.

2-2 The current state of plastic waste in Japan
In 2015, the United Nations established 17 Sustainability Development Goals (SDGs) which
is a project to strengthen global partnership for solving environmental issues the world is
facing (Neshovski, 2018). SDGs pointed out 17 objectives to be achieved by 2030 and goal
No. 14 relates to conservation and sustainable use of oceans (which have reached crises
levels). Many nations and local governments have agreed policies and some are setting up
new regulations about the use of plastics.
While most countries of the world rush into making new plans, the Japanese government
seems really behind in their work compared to other advanced nations. According to the
United Nations (2018), Japan is currently the world’s second-highest user per person of
plastic and the world’s third highest producer of plastics. These numbers are enough of a
reason that Japan should actively move forward with their plans to reduce plastic usage and
waste.
Japan’s plastic recycling rate is officially 82% and can be seen as one of highest rates in the
world. Japan has three type of recycling methods under legislation and ‘the thermal method’
is the most common.
‐The Material Recycling (22%) : Plastics are reprocessed into new plastics products.
‐The Chemical Recycling (3%) : Plastics are reprocessed into raw materials with chemicals.
‐The Thermal Recycling (57%): Plastics are burned and the heat generated is used for
energy.
‐Unused (18%) : Plastics are just incinerated or reclaimed.
However, the majority of the world’s countries do not consider the thermal recycling as a
recycling method and in fact some experts criticize that almost 70% of the plastics collected
for recycling are just incinerated (Fuma, 2019). The Japanese government announced in 2019
they will reduce the disposal of plastic waste by 25% by 2030 (Ministry of Environment ,
2019). Incineration is definitely not a real solution for the issue and Japan is being asked by

the international community to reduce the use of plastic itself.
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Heavy use of plastic relates to several complex issues which obstruct the growth of the
Japanese economy. It reinforces Japan’s dependence on fossil fuels more and leads to an
increase in greenhouse gases (GHGs). Plastics are made with tons of fossil fuels and during
their disposal they produce massive GHGs which lead to global warming and several toxic
materials such as dioxin and mercury being produced. Even the thermal recycling cannot
avoid producing GHGs and these toxic materials.

Japan is now depending on thermal energy generation using fossil fuels after the Tokoku
earthquake and tsunami destroyed the nuclear plant in Fukushima. Japan shut down all
nuclear plants in order to ensure its safety after the disaster and they found some were too
superannuated to use. As the meltdown at the nuclear plant in Fukushima showed, nuclear
power generation can be a great risk to Japan where earthquakes happen on a daily basis
(Live Science, 2011).
The terrible disaster led to the increase of using thermal generation with fossil fuels from
60% in2009 to 80% in 2017 (Fuma, 2020) and brought Japan as the world’s seventh largest
GHGs producer. Japan are facing a dilemma between thermal generation which increase
GHGs and nuclear power generation which is extremely dangerous when natural disasters
attack again.

2-3 The importance of sustainability in the business area
SDGs by the United Nations might be the beginning of spreading the concept of
sustainability widely. It is hard to describe sustainability with a single concept or perspective,
so sustainability is also understood as a ‘triple bottom line’ (TBL) in today’s world.
Triple bottom line consist of three pillars: Planet (or environment), People (or Social), and
Profit (or economics) (Kenton, 2020). It explains that sustainability considers the wider
bottom line to take account of these three factors interacting and that sustainability will not
success if even one is missing.
TBL states businesses should consider as much on environmental and social effects as their
profit, and that organizations can be managed to not only earn money but also to take care of
people and the planet as future assets. If an organization focuses only on making profit
without researching how it overlaps socially and environmentally, the organization cannot
properly measure future risks and the full cost of doing business.
TBL can measure the level of corporate social responsibility nowadays and it greatly
9

influences on an organization’s social images and decision-making by all stakeholders.
It was topical news that Starbucks finally decided to eliminate plastics straws and muddlers in
order to show their corporate responsibility to society as a one of the world’s largest retailers
(Starbucks.com, 2019).
Sustainable business has potential to develop new technology that creates new market and
new targets. The Coca-Cola Company has announced testing prototype of paper bottles: the
prototype is made from an extra strong paper with still thin plastic liner, however they have
set a goal of producing 100% recyclable, plastic-free bottles The Coca-Cola company, 2020).
According to the recent survey (McKinsey & Company, 2010), more than 50 percent of
executives consider sustainability as ‘very’ or ‘extremely’ important in a wide range of areas.
However, most of organizations are struggling to present plans on how they will achieve this
and it is not easy to put sustainable business plans into the reality even for large
organizations. To drive a sustainable business contains so many uncertain risks and
organizations cannot explain what they are not sure they can deliver to shareholders.

Unilever is one of the organizations takes sustainable actions actively and there has been
much progress since the company started its ‘Sustainable Living Plan’ in November 2010
(Unilever, 2010). The chief of the company, Polman, says they spend so much time
explaining their sustainable business plan to their investors as the investors are sometimes not
interested in taking additional risks for sustainability.
Most CEOs believe that their duty is to put shareholders first, but sustainability requires
focusing on improving the lives of people and the planet, and then creating sustainable
solutions and this may be at odds with shareholders want. Sustainable business will result in
good shareholder returns (Confino, 2012) and if its performances are sustained, sustainable
business will increase trust in the business management and investors will be more likely to
agree with the company’s sustainable business plans.

2-4 Packaging’s roles in today’s world
Single-use plastic like plastic bags and cups are becoming the first targets to be banned by the
majority of countries. But packaging still produces the most plastics; it is almost half of the
global total (Ritchie and Roser, 2018) and packaging’s lifetime is very short, being estimated
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around six months or less. It is clear that improving packaging can bring a massive positive
global environmental impact when organizations decide to reduce their use of plastics.

However, use of packaging not completely bad and they play a vital role in today’s business.
Most packaging is customised for specific products with many benefits and it is important to
keep these packaging’s functions during organizations’ drive towards sustainable packaging.
Packaging’s main functions are divided into three categories:
- Protection
Better packaging keeps food fresher and longer, therefore reducing food waste. In developing
countries where packaging is minimal, 30-50 % of food stuffs decay before they arrive to
consumers (Recycle-more, n.d.). Packaging minimises the risk of breakage during transit and
helps loading, collecting, and delivering products to consumers in perfect condition.
-Convenience
Packaging makes a lot of things easy and convenient. Pre-prepared meals and take-away food
in plastic containers allow dinner to be ready in five minutes by microwave. Individual snack
packs are ideal for children or busy business individuals. Squeezable bottles, re-closable
container, toothpaste tubes, and dispenser tops are all examples of functional packaging
providing great convenience.
-Promotion
As a marketing function, packaging’s designs can visually attract the attention of consumer
and help and organizations product stand out in competitive markets. As a message function,
packaging can contain useful information of products such as ingredients, warnings, safety
and storage information, and also include instructions to explain how to use products.

Even though plastics are cheap and possess all packaging’s beneficial functions, Baker
(2018) points out that industries are now looking for a way that reduce use of plastics with
lower price alternatives. Some organizations are improving existing packaging by user
smaller and thinner amounts of plastic and some are developing stronger materials which
replace the plastic.
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Consumers are becoming aware of the environmental issues caused by packaging, although
they know that packaging is necessary in modern life so they have a dilemma. The research
by Global Web Index (2019) highlighted 64% of consumers in the United States prefer
packaging that uses recyclable materials and that roughly half don’t want excessive
packaging.
74% of consumers are willing to pay more for sustainable packaging and 25% of them are
happy to pay an additional 10% or more (Trivium Packaging, 2020). The majority of research
conducted indicates that consumers are concerned about environmental issues and plastics
waste and their positive attitude towards sustainable packaging.

2-5 Japanese consumer’s behaviour and concern for the use of plastics
According to Solomon and Bamossay (2007), consumer behaviour is defined as the process
of determining products engaged when individuals or groups choose, purchase, use, or
dispose of products or services to satisfy needs and desired. On the other hands, Consumer
behaviour is how consumers make decisions on purchasing and what factors affects their
decision making.
There are so many factors influencing on consumers when they make decisions and their
decision always has a huge impact on the markets. For example, the increase of vegetarians
has dramatically increased the production of meat-alternative products nowadays, and food
industries are renewing their products to adapt changing demands brought about by the
change of the eating habits of consumers.
Consumer demands will challenge business organizations to implement more sustainable
business plans. Fortunately, sustainability has become a recent trend which affects
consumer’s decision making.
Are Japanese consumer’s aware of sustainability?
Are they willing to reduce the plastic packaging thought their purchasing?

One of the first things international visitors to Japan are really surprised by is ‘excessive
packaging’. Fresh vegetables and fruits, fish, meat, and even single bananas are wrapped with
plastic packaging; even marshmallows are wrapped individually, then put in a large plastic
bag.
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Specialists say Japan has been obsessed with plastic since the '60s and '70s. Manufactures
focused on packaging to attract consumers looking for high quality and the standards were
enforced by retailers who believe that consumers prefer luxury wrappings (Jozuka, 2020).
This wrapping culture extends to the food industry and food retailers say they use wrapping
as a guaranty of food safety and cleanliness in the supply chain.
Japanese people are said to have very high expectations of cleanliness compared to other
nationalities (Powell & Cabello, 2019). If Japanese consumers feel safe and clean with
individual plastic packaging, retailers have to use plastics to meet Japanese consumers’
needs.
The different aspects of wrapping play an important role in Japanese gift culture. The giving
and receiving gifts is very common in a wide range of situation in Japan, with most of these
gift being food (The Japans, 2013). Especially, formal and business situations, the gifts
should be wrapped beautifully to show appreciations and respects for the receiver of the gift.

Chapter 3 : Research questions and objectives
This research aims to investigate if Japanese consumers are more concerned about
environmental issues nowadays and they are willing to support reducing use of plastic
packaging though their purchasing choices as the world does. The research will seek the
reason for their heavy use of plastic and it may show cultural reasons or something related to
Japanese tradition as the driver for this.
The research objectives hope to address the following questions :
Main Research Question : What is the Japanese consumers’ purchasing behaviour towards
single-use plastics packaging?
Sub Research Question 1 : What does sustainability mean to Japanese consumers?
Sub Research Question 2 : What are Japanese consumers’ perception of plastic pollution
and single-use plastic?
This research hopes that this analysis will inspire Japanese consumers to be more concerned
about environmental issues and encourage them to change their lifestyle using small steps.
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Chapter 4 : Research methodology and methods
The purpose of this research seeks to contextualize Japanese consumer purchasing behaviour
towards single-use plastic packaging and to characterize their perception of environmental
issues and the use of plastic in order to develop a relevant statement that can explain heavy
use of plastic in Japan. This research is categorized as exploratory. Exploratory research is
used for exploring problems which are not clearly defined. It is conducted to obtain
information about the matter and to encourage Japanese consumers to have a better
understanding of the existing problem.
Creswell (2014) states that quantitative studies such as the questionnaire helps researchers to
discover the relationship among variables and pose this in terms of questions or hypotheses.
In this research, an online survey was adopted as a methodology of field research in order to
achieve the objectives that were outlined in Chapter 3.

The questionnaire applied to Japanese consumers over 20 years-old who live in Japan and the
tool used for date collection was a structured questionnaire with sixteen questions. For this
research to be characterized as quantitative, the method of a structured questionnaires was
chosen. Out of sixteen questions, each participants could choose only one option in twelve
questions, and could choose more than one option in the other four questions. These four
question also allow the participant to add their own options freely.

After all responses were gathered, the data was arranged in a table and replaced by graphs.
Data collection was carried out though the primary research method. In general, primary
research is considered to allow research to go in-depth on a matter and explore probable
options. The online survey’s questions were designed to identify specific issues and to
analyse the purchasing behaviour of Japanese consumers residing in Japan.
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Chapter 5 : Ethical issues
This research assignment was considered ethically. The general data protection regulation
in the EU ( European Commission 2018) was also considered. Following this regulation, all
of the data gathered from the research will be done in a safe way and will protect the sender’s
confidentiality and anonymity. A quantitative approach in this research will be utilised and in
the surveys the participants will be informed that any information gathered in the surveys will
be used for the purpose of this research and for no other purpose.
All information gathered from the surveys will be stored in a way that will protect the
identities of the participants. This research will gain agreement from each participant at the
beginning of the survey. Every participant will be made aware that the survey was voluntary
and that they are not forced to answer any kind of information against their will. If the
participants feel uncomfortable, they are free to stop answering the survey at any time. The
research needs to be not harmful for any participant, and make sure that all cultural, religious,
gender or any other differences are respected.
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Chapter 6 : Research result
This chapter presents the result from the structured questionnaire with the 52 participants.
The questionnaire consists of sixteen questions related to their perception, behaviour, and
thoughts towards sustainability and single-use plastics.

6-1 Excessive packaging
In the first question, participants were asked if they noticed products have excessive
packaging during their shopping, both online and offline.
Out of 52 answers, 40 selected Yes (76.9%), 10 selected No (19.2%), 2 selected I am not
sure(3.8%).

Figure 1: Excessive packaging

6-2 Individual packaging for vegetables and fruit
In the second question, participants were asked if they still prefer individual packaging
vegetables and fruit, now and in future.
Participants were asked if they prefer individual packaging for vegetables and fruit.
The questionnaire have five options : (1) Yes, purpose: cleanliness, (2)Yes, purpose:
convenience, (3)Yes, purpose: protection for fragile vegetables and fruit, (4)No, (5)Others
(open answer)
Out of 52 answers,
-19 selected Yes, purpose: protection (36.5%)
-18 selected Yes, purpose: cleanliness (34.6%)
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-11 selected No (21.2%)
-3 selected Yes, purpose: convenience (5.8%)
-1 added own answer ‘I do not care’ (1.9%)

Figure-2 Individual packaging for vegetables and fruit

6-3 Individual packaging for snacks
In the third question, participants were asked if they prefer individual packaging for snacks
like biscuits, crackers, now and in future. The questionnaire have five options : (1) Yes,
purpose: cleanliness, (2)Yes, purpose: convenience, (3)Yes, purpose: protection for fragile
vegetables and fruit, (4)No, (5) Others (open answer)
Out of 52 answers,
-21 selected Yes, purpose: convenience (40.4%)
-11 selected No (21.2%)
-10 selected Yes, purpose: cleanliness (19.2%)
-7 selected Yes, purpose: protection (13.5%)
-3 added their own opinion ‘prefer unsealing system’,
‘prefer own reuse containers’, ‘only for souvenir’ (each 1.9%)
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Figure-3 Individual packaging for snacks

6-4 Free plastic covers and protectors, and bags
In the fourth question, participants were asked if they prefer free plastic covers and protectors
departments provide and plastic bags which supermarkets provide.
Out of 52 answers, 21 selected No (59.5%), 31 selected Yes (40.1%).

Figure-4 Free plastic covers and protectors, and bags
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6-5 Free gift wrapping service
In the fifth question, participants were asked their perspective on free wrapping services.
The questionnaire has six options : (1) I prefer the service as my appreciation for the receiver
of the gift. (2) I prefer the service, however, they should charge for it. (3) I prefer the service
depending on social situation, however, I will reduce using it. (4) I will stop using the service
if people understand the meaning of simple wrappings. (5) I do not prefer the service. (6)
Others (Open answer)
Out of 52 answers,
-20 selected I prefer the service as my appreciation for the receiver of the gift (38.5%)
-12 selected I prefer the service depending on social situation, however, I will reduce using it
(23.1%)
-10 selected I prefer the service, however, they should charge for it (19.2%)
-8 selected I will stop using the service if people understand the meaning of simple wrappings
(15.4%)
-1 selected I do not prefer the service (1.9%)
-1 added own opinion I think most of wrapping services are not free (1.9%)

Figure-5 Free gift wrapping service
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6-6 Affordable price for eco-friendly packaging
In the sixth question, participants were asked how much they are able to pay more than
average price for eco-friendly packaging. The questionnaire gave four options: (1) Over 15%,
(2) 10% to 14%, (3) Below 10 %, (4) Not at all
Out of 52 answers, 31 selected Below 10 % (59.6%)
-11 selected 10% to 14%(21.2%)
-9 selected Not at all (17.3%)
-1 selected Over 15%.

Figure-6 Affordable price for eco-friendly packaging
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6-7 The environmental issues they are concerned
In the seventh question, participants were asked which environmental issues they are
concerned about. The questionnaire gave 9 options: (1) Plastic pollution in the oceans, (2)
Extinction of plants and animals, (3) Climate change, (4) Air pollution, (5) Oil drilling, (6)
An ageing society with a low birth-rate, (7) Deforestation, (8) Others (open answer), (9) I am
not concerned about all of these issues. The participants could choose as many options as
they wish.
Out of 52 answers, participants stated they were concerned about:
-Plastic pollution in the oceans (82.7%)
-Climate change (80.2%) ,
-Air pollution (71.3%),
-Extinction of plants and animals (59.6%),
-Deforestation (55.8%),
-An ageing society with a low birth-rate (48.1%),
-Oil drilling (19.2%)
-I am not concerned about all of these issues (1.9%)
-One added their own option ‘Destroying an ecosystem due to whaling’ (1.9%)

Figure-7 The environmental issues
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6-8 Eco-friendly habits
In the eighth question, participants were asked if they have any eco-friendly habits. The
questionnaire gave 9 options: (1) To separate garbage for recycling items, (2) To turn off
lights and water constantly (3) Using cold water in my laundry, and doing less laundry (4)
Avoiding single-use plastics (5) Walking or cycling instead of using public transport (6)
Purchasing eco-friendly products (7)To prefer paperless (8) Others (open answer) (9) No
The participants could choose as many options as they wish.
Out of 52 answers, participant have eco-friendly habits;
-To separate garbage for recycling items (92.3%)
-To turn off lights and water constantly (46.2%)
-To prefer paperless (36.5%)
-Avoiding single-use plastics (26.9%),
-Using cold water in my laundry, and doing less laundry (17.3%)
-Purchasing eco-friendly products (11.5%)
-No (3.8%)
- 2 added own options ‘Using second-hands shop or app’, ‘Reusing bath water for Laundry’
(each 1.9%)
-Walking or cycling instead of using public transport( 0%)

Figure-8 The eco-friendly habits
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6-9 The barriers of living an eco-friendly lifestyle
In the ninth question, participants were asked what the barriers of living an eco-friendly
lifestyle are. The questionnaire gave 9 options : (1) High cost, (2) Inconvenience, (3) I’m too
lazy, (4) Lack of eco-friendly brands available, (5) No inspiring people, or good examples
around me, (6) I do not know what should I do for that, (7) Fear of being seen as weird by
people, (8) I am not interested in eco-friendly life, (9) Others (open answer). The participants
could choose as many options as they wish.
Out of 52 answers, participant considered barriers of living an eco-friendly lifestyle
-High cost (50%)
-Inconvenience (40.4%),
-I’m too lazy (38.5%)
-Lack of eco-friendly brands available (25.5%)
-No inspiring people, or good examples around me (25.5%)
-I do not know what should I do for that (15.4%)
-Fear of being seen as weird by people (3.8%)
-I am not interested in eco-friendly life (1.9%),
-One added their own response ‘I think the barriers should be solved by organizations’
(1.9%)

Figure-9 Barriers of living an eco-friendly lifestyle
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6-10 The images of eco-friendly products
In the tenth question, participants were asked what their image of eco-friendly products is.
The questionnaire gave 9 options : (1) They are expensive (2) They are hard to find
(3) Their packaging is inconvenient (4) They are not effective as products (5) Their quality is
not good (6) They are just for a marketing strategy (7) I do not believe if they are really ecofriendly (8) I have no idea about eco-friendly products (9) Others (open answer)
The participants could choose as many options as they wish.
Out of 52 answers, participants have image of eco-friendly products;
-They are expensive (88.5%)
-They are hard to find (46.1%)
- I do not believe if they are really eco-friendly (30.8%)
-I have no idea about eco-friendly products (23.1%)
-They are just for a marketing strategy (9.6%)
-Their packaging is inconvenient (3.8%)
-They are not effective as products (1.9%)
-Their quality is not good (1.9%)
-Others (0%)

Figure-10 the image of eco-friendly products
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6-11 Sustainability Education
In the eleventh question, participants were asked if they think the Japanese government
should have these subjects in their education curriculum (reference was made to the Italian
government which will have sustainability and climate change in their education curriculum).
The questionnaire gave 4 options; (1) Extremely willing (2) Moderately willing (3) Slightly
willing (4)Not at all
Out of 52 answers,
-18 selected Moderately willing(34.6%)
-17 selected Slightly willing(32.7%)
-15 selected Extremely willing(28.8%)
- 2 selected Not at all(3.8%)

Figure-11 Sustainability Education
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6-12 Understanding of the heavy use of plastic in Japan
In the twelfth question, participants were asked if they knew that Japan is the world’s secondhighest use per person of plastic according to the United Nations.
Out of 52 answers: 42 selected No (80.2%), 8 selected Yes (15.4%), and 2 selected I do not
believe the United Nations (3.8%)

Figure-12 Understanding of the heavy use of plastic in Japan

6-13 Understanding of the recycling system in Japan
In the thirteenth question, participants were asked if they knew that most of the plastics in
Japan are incinerated or exported instead of recycled.
Out of 52 answers, 37 selected No (71.2%), and 15 selected Yes (28.8%).

Figure-13 Understanding the truth about recycling in Japan
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6-14 Understanding the micro-plastic problem
In the fourteenth question, participants were asked if they knew about the microplastic
problem.
Out of 52 answers: 21 selected I have heard of that, but I am not sure of the details (40.4%),
18 selected Yes (34.6%), and 13 selected No (25%).

Figure-14 Understanding the micro-plastic problem
6-15 Plastic packaging purposes
In the fifteenth question, participants were asked if they knew that almost half of the global
total plastics are produced for packaging purposes like drinking bottles and cups.
Out of 52 answers: 38 selected No (73.1%), and 14 selected Yes (26.9%).

Fugure-15 the plastic packaging
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6-16 Regulations of the use of plastic
The sixteen question, participants were asked if they think the Japanese government should
make regulations about use of plastics. The questionnaire gave 4 options: (1)Extremely
willing (2)Moderately willing (3)Slightly willing (4) Not at all.
Out of 52 answers:
-17 selected Moderately willing (32.7%)
-17 selected Slightly willing (32.7%)
-16 selected Extremely willing (30.8%)
- 2 selected Not at all (3.8%)

Figure-16 Regulations about plastics
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Chapter 7 : Discussion
This chapter aims to interpret the results from the questionnaire and to identify how they
answer the research questions in Chapter 3 and link to the relevant literature review in
Chapter 2.
7-1 Main Research question : The Japanese consumers’ purchasing behaviour towards
single-use plastics packaging
As mentioned in literature review 2-4 and 2-5, packaging (especially plastic packaging),
plays vital roles such as protection, convenience, and promotion in the business area.
Japanese supermarkets decide to wrap almost all vegetables and fruits as a guarantee of food
safety and cleanliness to appeal to customers. The first to the sixth questions I the
questionnaire focused on Japanese consumers’ behaver towards plastic packaging in order to
address their thoughts about plastics. In Chapter 2 it was stated international tourists are
surprised by Japan’s excessive packaging and 76.9% of survey participants advised they
noticed products have expressive packaging.

However, 76.9% of participants prefer individual packaging for vegetables and fruit and 75%
prefer for snacks depending on 3 reasons: protection, cleanliness, convenience. The result
shows that Japanese consumers demand individual packaging very strongly and excessive
packaging can be said to be the result of responses by organizations to meet consumers’
needs and these strong demands are making use of plastic packaging to go to extremes in the
Japanese market.
Speaking of plastics for protection purposes, Japanese department stores provides free plastic
covers for customers’ umbrellas to prevent making floors wet and protectors for shopping
items so that they won’t get wet after customers leave the store. Japanese supermarkets also
provide free thin plastic bags to keep items dry.
These protection service are very useful and reasonable for Japanese people who like rational
things and these services also reinforce consumer satisfaction. If the plastic issue was not
considered, these services may still be done because of cultural reasons. However, the fourth
question showed 59.6% of participants do not prefer these services. This percentage is not
overwhelmingly high, but it can be considered that this shows it may be time to stop
providing these services.
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Due to Japan’s cultural attitude towards packaging, the majority of Japanese shops provide
free gift wrapping service for items customer bought and most of the gift wrapping is
performed by professionals. The fifth question asked participant about their perception of
gift wrapping.
In contrast to the fourth question, 92.6% of participants prefer this wrapping service
depending on three reasons. The biggest reason was to show the appreciation for the receiver
of the gift (38.5%). As described in literature review 2-5, it is very common to send gifts in
Japanese culture and gift wrapping by professional plays a role to show politeness.
Especially, professional wrapping is considered essential for special occasions. However,
23.1% prefer to reduce using this service and 19.2% considered that the organization should
charge for this service. 15.4% would stop using this service if people became more accepting
of the use of simple wrapping. It may be hard for Japanese people to give up this service
completely due to cultural aspects which deem it necessary, but the result showed there is
potential to improve the gift wrapping service in Japan with regards to sustainability.

As literature review 2-4 mentioned, it is one of challenges for organizations to improve their
packaging and they look for new alternative materials with lower prices. From a survey by
Trivium Packaging (2020), 74% of international consumers are willing to pay more for
sustainable packaging, and 25% of them are happy to pay an additional 10% or more. The
sixth question asked the same question to Japanese consumer. As a result, 82.7% of Japanese
consumer are willing to pay more than average and 23.1% are happy to pay over 10%. Both
percentage were higher than the result of Trivium Packaging’s survey. The result shows that
Japanese consumers may accept to pay more for eco-friendly packaging and this would be a
great reinforcement for organizations which hesitate to drive their business more
sustainability.

7-2 Sub research question 1 : The Japanese consumers’ perceptions of sustainability
As mentioned in literature review 2-3, the majority of research says consumers are more
aware of environmental issues regarding the use of plastics and sustainability has become
very important in today’s world. Organizations are under pressure from both media coverage
and the public to show their positive attitude towards sustainable business. Consumers’
understanding is necessity to make organizations apply sustainable business models.
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The seventh question showed that almost half of participants chose more than 6 issues from
options, and over 80% of participants are concerned about plastic pollution in the oceans and
climate change. 96.1% of participants agreed that the Japanese government should include
sustainability in their education curriculum in the eleventh question. This result showed
Japanese consumers are very aware of current environment issues and they are also
understand that plastics are main reason for the increase in marine pollution.
The eighth question asked participants about their eco-friendly habits to discover the gap
between concern and behaviour of Japanese consumers. In contrast to the responses of the
seventh question, the majority of participants did not have any eco-friendly habits except
separating garbage for recycling materials (92.3%). 88.5% of participants considered ecofriendly products to be expensive and 50% said high cost is the barrier of living an ecofriendly lifestyle. The research discovered the price greatly effects the Japanese consumers’
perception of sustainability and it can said to be the largest barrier for them.
7-3 Sub research question 2 : The Japanese consumers’ perceptions of plastic pollution
and single-use plastics
As mentioned in literature review 2-1 and 2-3, the Japanese government now has to deal with
the heavy use of plastics and they are still struggling while many other countries have already
announced countermeasures for the use of plastics, especially single-use plastics.
Almost all participants showed big concern for environmental issues, especially plastic
pollution, however there was the large the gap between Japanese consumers’ concern and
behaviour. It was assumed that there might be lack of Japanese consumers’ understanding
and that Japanese consumers may not know the truth of plastics and that lack of knowledge
will be a threat to their real life in near future.

The twelfth to sixteenth question asked participants the truth about the use of plastics which
Japanese consumers may be shocked by and aims to define their understanding of the truth.
As the result showed, majority of participants did not know these truths:
- Japan has the world’s second-highest use per person of plastics;
- Most of the plastics in Japan are incinerated or exported instead of being recycled;
- The micro-plastic problem; and
- Almost half of the global total plastics are produced for packaging purposes.
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This result shows Japanese consumers lack of understanding about the truth of plastics and it
can be seen the reason why it is hard for Japanese consumers to give up strong dependence
on plastics.
However, over 95% of participants hoped the Japanese government to make new regulations
about use of plastics like many nations already have. The cultural aspects affecting use of
plastic were shown in the gift wrapping question with the majority of participants still
preferring gift wrapping as a social manner, and some participants hoped organizations would
offer different kinds of options, such as eco-friendly wrapping and charging for the services.
Regulation may make Japanese consumers more comfortable to refuse gift wrapping without
worrying to be rude. If the use of plastic is restricted by a law, it will immediately be a top
priority for any organizations to develop substitute for plastics.
The result of this research also showed that Japanese government have responsibility to
educate consumers and tell them the truth and that they should also regulate the use of
plastics in order to bring a large-scale impact to the plastic pollution issue.

Chapter 8 : Conclusion and further work
The purpose of this research was to explore Japanese consumers’ purchasing behaviour
towards single-use plastic packaging. The aim was to understand the Japanese consumers’
perception of sustainability and plastic packaging and how these influenced their purchasing
behaviour. Through use of a quantitative questionnaire and analysis, the key findings are:
(1) Japanese consumers admitted to still preferring individual packaging for vegetables,
fruits and snacks, even though they realised that the packaging for these items have
become excessive. Free gift wrappings services are supported greatly by the gift
culture in Japan and Japanese consumers still prefer using this service as a good
social manner. There are many free services to increase the use of plastics such as
umbrella covers being provided at department stores in order to meet customer safety
and satisfaction. But Japanese consumers are now facing a dilemma between
convenience and the issue of plastics usage. They are willing to pay more than
average price for eco-friendly packaging which shows they are concerned.
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(2) Japanese consumers are concerned about environmental issues and hope the Japanese
government have sustainability in the education curriculum. However, they confessed
that they do not put their concern into practice in the real life.
A half of people did not practice any eco-friendly habits except separating garbage for
recyclable materials. The majority of Japanese consumers believed that an ecofriendly life and products were expensive and inconvenient.
This research found that there was the large gap between Japanese consumers’
concern and behaviour about sustainability and this gap was mainly caused by the
price and inconvenience. To gain a deeper understanding of sustainability, the
Japanese government is required to educate consumers and encourage them to
practice more eco-friendly behaviour.
(3) Japanese consumer’s perception of plastic packaging and pollution is not deep. It can
be seen that they are too optimistic when compared with the international concerns
shown regarding the issue. This research found that Japanese consumers lacked
knowledge about the current state of the plastic usage issue and how serious it is. The
participants were very shocked that Japan is the second highest use of plastic per
person. Although, Japanese consumers showed their concern about the environmental
issues as above mentioned, it will be necessity for them to gain deeper understanding
of the issues. Japanese consumers also hope the Japanese government will regulate
the use of plastics and show inspiring leadership which bring organizations and
consumers together in their cooperation for a sustainable future.

This research highlighted that Japanese consumers’ behaviour is deeply influenced by their
heavy use of plastics and that their perception of sustainability and plastic packaging were not
was not deep.
Japanese consumers are obviously lack of opportunity to learn the negative impact of plastics.
There will be plenty of rooms to gain consumer’s understanding of the plastic issues. The
Japanese government have responsibility to provide better education and to make new
regulations as Japanese consumers hoped.
Organizations are required to provide sustainable options with affordable price and
to cooperate with government in order to encourage consumers to practice a more sustainable
life.
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Appendix 1

Questionnaire

Q1 During your shopping both online and offline, do you notice products have excessive
packaging?
Yes
No
I am not sure
Q 2 Do you prefer individual packaging for vegetables and fruit now and in future?
Yes , purpose: cleanliness
Yes , purpose: convenience
Yes, purpose: protection for fragile vegetables and fruit
No
Others(open answer)
Q3 Do you prefer individual packaging for snacks like biscuits, crackers now and in future?
Yes , purpose: cleanliness
Yes , purpose: convenience
Yes, purpose: protection for fragile products
No
Others(open answer)
Q4 Department stores provide FREE plastic covers for customer’s umbrellas and plastic
protectors for items they bought on rainy days, and supermarkets provide free thin plastic
bags to keep items dry. Do you prefer these services?
Yes
No
Q5 Free gift wrapping service is popular and common in Japan, what is your perspective of
this service?
I prefer the service as my appreciation for the receiver of the gift.
I prefer the service, however, they should charge for it.
I prefer the service depending on social situation, however, I will reduce using it.
I will stop using the service if people understand the meaning of simple wrappings.
I do not prefer the service.
Others(open answer)
Q6 How willing are you to pay more than average price for eco-friendly packaging?
For example, if you are willing to pay 10% more to 100 yen products, this product’s price
becomes 110 yen in order to have eco-friendly packaging.
Over 15%
10% to 14%
Below 10 %
Not at all
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Q7 Which environmental issues are you concerned mostly?
Plastic pollution in the oceans.
Extinction of plants and animals.
Climate change.
Air pollution.
Oil drilling.
An ageing society with a low birth-rate.
Deforestation.
Others. (open answer)
I am not concerned all of these issues.

Q8 Do you have any eco-friendly habits?
To separate garbage for recycling items
To turn off lights and water constantly
Using cold water in my laundry, and doing less laundry
Avoiding single-use plastics
Walking or cycling instead of using public transport
Purchasing eco-friendly products
To prefer paperless
Others(open answer)
No
Q9 What are the barriers of living an eco-friendly lifestyle?
High cost
Inconvenience
I am too lazy
Lack of eco-friendly brands available
No inspiring people, or good examples around me
I do not know what should I do for that
Fear of being seen as weird by people
I am not interested in eco-friendly life
Others(open answer)
Q10 What is your image of eco-friendly products?
They are expensive
They are hard to find
Their packaging is inconvenient
They are not effective as products
Their quality is not good
They are just for marketing strategy
I do not believe if they are really eco-friendly
Others(open answer)
I have no idea about eco-friendly products

Q11 The Italian government will have sustainability and climate change in their education
curriculum, do you think Japanese government should have these subjects in our education
curriculum?
Extremely willing
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Moderately willing
Slightly willing
Not at all

Q12 According to the United Nations, did you know that Japan is the world’s second-highest
use per person of plastic?
Yes
No
I do not believe the United Nations

Q13 Did you know that most of the plastics in Japan are incinerated or exported instead of
recycled?
Yes
No
Q14 Do you know about the microplastic problem?
Yes
I have heard of that, but I am not sure of the details
No

Q15 Did you know that almost half of the global total plastics are produced for packaging
purposes like drinking bottles and cups?
Yes
No

Q16The majority of countries are making new regulations about the disposal of plastics, do
you think the Japanese government should make regulations like them?
Extremely willing
Moderately willing
Slightly willing
Not at all
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